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PHACHARA CHERDCHAI: (CONSUMER PERCEPTION FACTORS INFLUENCING
ENGAGEMENT AND ACCEPTANCE OF HIGH-QUALITY BEEF IN NAKHON
RATCHASIMA, THAILAND)

THESIS ADVISOR: DR. WANNAPA NABURANA, 85 PP.

Keywords: Consumer Engagement, Consumer Perception, Premium Beef,

Product Quality, Production Origin

This research, titled “Consumer Perception Factors Influencing Engagement and
Acceptance of High-Quality Beef in Nakhon Ratchasima, Thailand” aimed to examine
perceptual factors—namely brand reputation, quality, and production origin—and
their positive influence on consumer acceptance and participation regarding premium
beef products in Nakhon Ratchasima Province. This study employed a quantitative
research approach, using an online questionnaire as the data collection instrument.
The sample consisted of 400 consumers who had purchased or consumed premium
beef products in Nakhon Ratchasima Province. The data were analyzed using statistical
software. Descriptive statistics included frequency, percentage, mean, and standard
deviation. Inferential statistics consisted of F-test (Analysis of Variance: ANOVA) and
Multiple Regression Analysis.

The results indicated that overall levels of perception, acceptance, and
participation among consumers were high across all three perceptual factors. Among
these factors, perception of production origin was rated the highest (mean = 3.82),
followed by perception of brand reputation and quality, which shared the same mean
score (mean = 3.68). Overall acceptance of premium beef products was at a high level
(mean = 3.78), and overall consumer participation in supporting premium beef
products was also high (mean = 3.56). Furthermore, the findings revealed that 1.)
Perception of quality and production origin had a statistically significant positive
influence on consumer acceptance of premium beef products (p = 0.000), with

perception of quality exerting the strongest influence (Beta = 0.411). Although



perception of brand reputation showed a positive effect on acceptance, it did not
reach statistical significance at the conventional level (p = 0.051). 2.) Perceptions of
brand reputation, quality, and production origin all had statistically significant positive
influences on consumer participation in supporting premium beef products (p = 0.000),

with perception of quality again showing the strongest influence (Beta = 0.381).

These findings suggest that perceptual factors—particularly perceptions of
quality and production origin—play a crucial role in influencing consumer acceptance
and purchasing decision behavior. In contrast, perception of brand reputation appears
to be more important in encouraging participatory behaviors, such as word-of-mouth
communication and long-term support. Therefore, entrepreneurs and farmers should
emphasize transparent communication regarding product quality and production origin
to build consumer trust. Meanwhile, government agencies should promote the
enhancement of production standards and implement awareness campaigns to

highlight the potential of Thailand’s premium beef industry on a broader scale.
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